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▪ We begin the coverage of Mondelez International with a 
BUY recommendation at a FY19 target price of 48.47$. This 
represents a total shareholder return of 22.87%, which includes the 
dividends declared in 2019. 
▪ Mondelez’s new strategy focuses on top-line growth of 
3% starting in 2019 that will allow for a free cash flow generation 
of over $3bn. It has a well-established network and infrastructure 
in both developing and emerging markets. Additionally, it displayed 
a strong operating margin growth (15.26% to 18.51% in three 
years) and will now leverage its global power brands to maintain 
momentum for future revenue growth of a forecasted CAGR of 
3.36% until 2024. 
▪ Consumers shifting preferences towards health-and-
wellness products - 2.1% CAGR in North America - and 
premium products allow for a larger price/mix effect for not only 
the company’s current brands, but also through the expansion of 
healthy-oriented and premium segments of the firm’s brands. 
▪ The AMEA region offers strong growth opportunities for 
snacking. Mondelez is well-positioned to capitalize on the strong 
market’s dynamics and it is a leader big markets such as India and 
China. We expect a sales CAGR for Mondelez of 5.74% from 2019 
to 2022 in this region.  
Company description 
Mondelez International is an American multinational company and 
one of the world leading companies in the snacks and 
confectionery segment with many distinctive brands such as Oreo, 
Milka, Chips Ahoy!, Tuc and belVita. It is listed in the S&P500 
stock index and in the NASDAQ Composite.  
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Company overview 
Mondelez International was previously the former Kraft Foods Inc. and it was 
founded by James Lewis Kraft in 1903. The name “Mondelez International” was 
adopted following the successful spin-off of Kraft Foods Inc.’s North American 
grocery operations in October 2 012 in which both became two independent 
publicly listed companies. The intent of the split for Mondelez was to create a 
snacks business with the flexibility to make additional acquisitions and to expand 
its operations. 
Company description 
Mondelez is one of the world’s largest U.S-based snack food and beverage 
manufacturers, based on sales. The company distinguishes itself by generating 
over 75% of its revenues outside the U.S. Its portfolio includes several billion-
dollar brands such as Milka chocolate, Cadbury, Jacobs coffee, LU, Nabisco and 
Oreo biscuits and Trident gum. Mondelez has an annual revenue of 
approximately $26 billion and over 80,000 employees across more than 80 
countries.  
Its product portfolio includes a variety of categories: Biscuits, which accounts for 
42% of company sales; Chocolate, representing 31% of sales; Gum & Candy 
with 14% of total sales; Cheese & Grocery with 8% of its sales; and lastly 
Beverages consisting of 5% of revenues (Exhibit 1). In terms of ranking, 
Mondelez holds the No. 1 position in Biscuits and Candy and the number two 
position in chocolate and gum in a global scale.  
Currently, Mondelez segments its operations in the following geographical 
regions, ranked by its percentage of revenues: Europe (38%), North America 
(26%); Asia, Middle East and Africa (22%); and lastly Latin America (14%). 
In terms of revenues of the company, they have been slowly declining since 
2014, albeit gross margins have showcased a steady growth. This goes along 
with their previous strategy that will be explained in the Strategy section of this 
report. 
Shareholder structure 
Mondelez major shareholders are mainly investment management companies 
and investment banks. The largest shareholder of Mondelez is The Vanguard 
Group Inc, an investment management company, with a total stake of 7.11%. 
The second largest shareholder is Blackrock, an American global investment 
management corporation, with a stake of 5.73%. State Street Corporation, a 
Exhibit 1: Sales distribution per 
product category, 2017 
Source: Company data 
Exhibit 2: Sales and Gross margin, 
2017 
Source: Company data 
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financial services and bank holding company, owns a 4.11% stake, and the 
investment bank J.P Morgan Chase & Co has 3.02%. Invesco Ltd, another 
investment management company, has a stake of 2.52%. All other top 
shareholders have holdings below 2%. Mondelez International has a free-float of 
98.33% of its share capital. 
Exhibit 3: Shareholding Structure 
 
 
Major divisions 
Mondelez International manufacture and market its products in approximately 
160 countries and have operations in more than 80 countries. As previously 
mentioned, Mondelez International organizes its operations into four different 
business regions: Europe, which includes countries from the North, Western, 
Central and Eastern Europe plus other countries such as Russia, Mongolia, 
Turkey, Belarus, Georgia and Kazakhstan; AMEA, reflects the countries from 
Asia Pacific, Middle East and Africa and also includes Australia and New 
Zealand; North America, excluding Mexico; and Latin America which includes 
Mexico. Each regional management team have an assigned responsibility for the 
business, product categories and financial results in their respective regions, thus 
allowing them to leverage regional operating scale, manage different and 
changing business environments and pursue growth opportunities as they arise. 
Europe is Mondelez International’s most important region, accounting for 38% of 
total revenues in 2017. Mondelez has 57 manufacturing facilities and 14 
distribution facilities in this region. It is the market leader in the chocolate and 
biscuits segment and holds a leading position in gum & candy. It has a 21% 
market share in all categories. It is important to mention that 80% of European 
revenues comes from developed countries and the other 20% from emerging 
countries. 
North America is the second most important region, with 26% of total sales in 
2017. It has 15 manufacturing facilities and the highest number of distribution 
Source: Bloomberg 
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facilities than any other region, of 59. Moreover, its global Research & 
Development centres for biscuits and for gum & candy are located in the United 
States. 
In Asia, Middle East and Africa, the company accounted for 22% of 2017 sales. 
It has 49 manufacturing facilities and 32 distribution facilities in this region. It 
operates in 28 countries in this region and has three R&D centres. 
Lastly, Latin America accounts for 14% of 2017 revenues. It has 17 
manufacturing facilities and 3 distribution facilities. It is worth noting that 
Mondelez International deconsolidated its Venezuelan operations in 2015 due to 
loss of control over its operations and a lack of currency exchangeability from the 
country’s economic conditions. 
 
A House of Brands 
Mondelez’s product portfolio consists of globally recognized Power Brands such 
as trademarks like belVita, Oreo, Cadbury, Milka and Trident gum, as well as 
regional Power Brands like LU biscuits in Europe, Lacta chocolate in Brazil and 
Sour Patch Kids in the U.S. These Power Brands are the main drivers of the 
company’s top-line, representing nearly 75% of 2017 net revenues. 
Power Brands: 
 
Strategy 
From the launch of the company in 2012, Mondelez focused on establishing its 
standalone snacks business and taking advantage of its strong emerging market 
exposure. From 2013 onwards, it has successfully focused on its margin 
improvement with strategies oriented to portfolio optimization with a special 
emphasis on snacking, and operational improvements and cost reduction. 
However, in 2016 there was a 12.5% decrease in revenues relatively to 2015, 
(Exhibit 2) which was driven by both the impact of the deconsolidation of its 
Exhibit 4: Revenue Breakdown by 
Segment, 2017 
Source: Company data 
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global coffee business and its Venezuelan operations. Recently, as of 2018, 
Mondelez has established new long-term strategies, setting the following three 
pillars:  
1) “Accelerating consumer-centric growth” 
Regarding this first pillar, Mondelez is emphasizing faster top-line growth that 
translates into high single-digit adjusted EPS growth and attractive free cash flow 
generation. The company is aiming at a 3% organic net revenue and 3% EBIT 
growth and in over $3bn of free cash flow per year. The drivers will consist in a 
heavy focus on gathering a better understanding of the global snacking 
consumer needs through the implementation of innovative models grounded on 
local consumer insights such as the introduction of the Joyfills product that 
launched under the company’s most renowned brands. Although market 
information about this product is little as it was launched this year, we believe that 
this product still has room for geographical expansion inside and outside Europe 
due to its new concept. 
In addition, the company is planning to contemporize brands and capitalize on 
untapped growth opportunities in its underdeveloped channels (discount stores,  
C-store, drugstores, and e-commerce), while also accelerating its exposure in 
high growth geographies such as the biscuit segment in India and Australia 
and the chocolate segment in Mexico and Southeast Asia. We believe that the 
company’s growth plan is well-founded as the company picks up on the 
increasing retail market momentum while expanding its product segments on the 
emerging markets, which are the most promissing as these countries’ levels of 
disposible income is increasing and are facing constantly shifting consumer 
preferences. More descriptive data about these regions will be further explained 
in following sections of the report.  
Regarding underdeveloped channels, the company has established a target of 
generating $1bn in net revenue from e-commerce alone by 2020. Due to the 
company’s e-commerce growth ranging from 35% to 40% in the last quarters, we 
believe the company will keep this momentum, from both market penetration and 
benefitting from the rapid growth of this channel.  
Moreover, to support the faster revenue growth Mondelez stated that it is 
planning to reinvent their marketing agenda by increasing A&C investment and 
accelerating their digital & analytics capability. Although the amount of this 
investment is not specified, it is possible to assume the amount based on their 
target of 3% organic net revenue and EBIT expansion. As the company is 
already displaying a strong operating margin (Exhibit 5) and feels confident in 
maintaining it going forward, we feel that the company is now comfortably able to 
Exhibit 5: Adjusted Operating 
Income Margin 
Source: Company Data 
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commit to more meaningful investments focused especifically on revenue growth. 
More reasons to support this statement will be explained in the following sections 
of the report. Additionally, Mondelez is also committed in focusing on M&A 
activity to drive additional revenue growth on top of the already mentioned 3% 
organic growth, by obtaining access to other product segments. One specific 
example is the $500m acquisition of Tate’s Bake Shop in summer 2018, which 
allowed Mondelez to enter the high-growth premium cookie segment. Mondelez 
intention for this business is to let it operate as a separate standaolone business 
while providing the resources for Tate’s to expand its distribution. We support this 
decision as this allows for Tate’s management to keep the brand’s authenticity 
and focus solely on an expansion that allows for long-term sustainability in the 
segment, as we believe that the premium segment is, indeed, one of the fastest 
growing segments of the sector. In the short-term, however, Tate’s Bake Shop’s 
mere $2.5m turnover makes only a tiny portion of Mondelez’s North American 
sales and thus, won’t make any significant impact in revenue growth. 
Finally, Mondelez CEO Dirk Van de Put stated the company will emphasize in the 
growth of its iconic snacking brands, such as Oreo, Ritz and Cadbury, while 
accelerating its exposure to the expanding healthy-snacking segment with its 
10 existing well-being brands, with the goal of making these brands grow at twice 
the rate of their base portfolio. The fact that the company recognizes that the 
nutrition, health and wellness (NHW) industry category is growing at a faster 
pace than other categories, while being already well-positioned with the belVita 
brand and committed in innovating its current products, such as making them 
hold “clean and free-from” labels, makes us confident that the company will be 
successful in achieving higher revenues going forward. 
2) “Driving operational excellence” 
In terms of its “operational excellence” strategy, the company plans in driving 
productivity improvements in processes and systems in all facets of their 
business in order to make its operations more efficient, especially in North 
America as it is the region that is currently facing the biggest operational 
challenges and thus affecting volume. The company admits that it has been 
investing considerably in North America and will still take some time to address 
the challenges in this region and that it will not be as linear. These past 
investments consisted in a plant in Salinas, Mexico that has several lines 
producing key power brands for the region and installed new lines on existing 
plants in the U.S and Canada. However, the company states that still 40% of its 
North American volume is produced in lines that do not provide full reliability. 
We believe that there is still much investment to be made in order to fix all these 
issues. Additionally, the company stated that it will slow down global CAPEX to a 
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3% guidance for the following years (2018+) compared to the 4.5% guidance of 
previous years (Exhibit 6) due to its strategy shift in focusing on revenue growth 
instead of margin growth. This is a negative aspect towards solving these issues 
as they are reducing their proportional investment, however, as we firmly believe 
that the company will increase its top-line growth, we are confident that the 
Capex values will increase in absolute terms starting in 2019. Regarding other 
regions, we believe that the company has a good manufacturing footprint and is 
operating at a scale which is visible through their regional operating margins 
(Exhibit 7). More evidence to back this claim will be displayed in the Business 
Segment Analysis section below. 
3) “Building a winning growth culture” 
Mondelez is addressing its organizational structure and will implement a new 
local-first approach, creating a new commercial structure with 13 new 
geographical business units where each will report to one of the four regions, and 
thus allowing a faster reaction to consumer preferences while, at the same time, 
maintaining the benefits of operational scale. This will simplify and improve 
consumer focus and drive greater accountability. Essentially, we believe this third 
pillar provides a sort of reliability that it will both help mitigate operational risks 
from unpredictable sources and will increase their ability to better understand 
consumers and implement products on regional areas, thus helping achieve, with 
a higher probability, the target top-line growth that they are aiming for.  
Succinctly, we think that Mondelez has well-defined strategies and financial 
targets that are adequate to drive growth, as it is focusing on high-growth trends 
& geographies, such as NHW, premium segments and in emerging markets. The 
company has a solid position geographically and the necessary infrastructures to 
achieve those financial targets, and has the capacity and liquidity to make the 
necessary investments in A&C and R&D reliably. 
The Sector 
Mondelez International belongs to the Packaged Food industry. This industry is 
highly competitive and fragmented, fuelled by low switching costs for consumers, 
aggressive advertising and low entry barriers. The competitive landscape is 
characterized by high-density competition among global, regional and local firms 
in each market. Although a large number of multinational firms such as Nestlé, 
PepsiCo and Mondelez are well-positioned globally in the market, the 
disruptiveness comes from regional and local firms that have a better 
understanding of local consumer preferences, which can offset the needs for 
considerate R&D spending, thus contributing for low entry barriers. Regarding 
Exhibit 6: Reported Capital 
Expenditure  
Source: Company Data 
 
Exhibit 7: Reported regional 
Operating Margin  
Source: Company Data 
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consumers in this industry, they have both a high degree of information on 
products and constantly changing preferences, which together makes it harder to 
ensure customer loyalty. 
The Packaged Food industry is worth $2.4tn as of 2018, growing at a historical 
CAGR of 0.3% from 2013 to 2018, displaying greater growth at later years 
(Exhibit 8). The expected CAGR for 2018 to 2023 is of 5%, propelled by the fast 
development of emerging markets allowing for a rapid growth of the industry in 
these markets1. In Exhibit 9, we can see the growth of markets relevant to 
Mondelez within the Packaged Food industry, and they showcase a similar 
historical behaviour to the overall industry. The forecasted growth is healthy for 
most markets with the Gum market being the lowest with a 2% CAGR in the 
upcoming five years, and the Savoury snacks being the highest with a 5% CAGR 
for the same period. 
The industry is heavily shaped by specific macroeconomic factors and industry-
related trends, consumer preferences, behaviours and culture. These aspects 
are expected to shape the industry for the upcoming years. 
 
Macroeconomic Drivers 
Real GDP growth is an important economic indicator that drives the Packaged 
Food industry. Exhibit 10 shows the real GDP growth of each region in which 
Mondelez operates. The forecasts for upcoming years seems to indicate a 
healthy growth across all regions, particularly in Africa and Asia and Pacific, thus 
displaying good economic conditions for the Packaged Food industry.  It is 
relevant to point out that there is some risk adherent to global economic growth 
from the tensions between the US, China and the EU as disputes are amplifying 
the chances of a major trade war scenario. 
Population growth tends to be a relevant indicator for the Packaged Food 
market. Every region’s population is growing at a steady rate of between 0.5% 
and 1% over the years, except for Middle East and Africa that shows an 
historically and forecasted high growth of 2.5% and Eastern Europe that shows a 
slight constant decrease in population both historically and forecasted (Exhibit 
11). 
Consumer Expenditure of Food in the world is expected to keep rapidly 
increasing in the future (Exhibit 12) as people consider food more affordable as 
                                                 
1 Source: Euromonitor, Packaged Food statistics 
Exhibit 8: Packaged Food industry 
value and growth 
Source: Euromonitor, Bloomberg 
 
Exhibit 10: Real GDP growth by 
region 
Source: IMF 
 
Exhibit 11: Population growth by 
region 
Source: Euromonitor 
 
Exhibit 9: Growth of Packaged Food 
sub-industries 
Source: Euromonitor 
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they get wealthier. In terms of Disposable Income, in the U.S it represented 69% 
of nominal GDP, while in AMEA it accounted for 57% of nominal GDP. 
In Exhibit 13, we can verify that consumption of chocolate confectionery have 
been constantly growing over the years and expectations for 2018-2019 remain 
positive. Based on these indicators, we can expect a positive market growth for 
the industry, backed by a steadily growing economy. The effect is larger in 
Emerging Markets with the rapid expansion of the middle class and population 
growth. 
Industry Trends and Preferences 
Mondelez International covers mainly the confectionery and snacks products of 
the Packaged Food industry. Consumer trends are extremely important in this 
industry as a slight shift in customer preferences can heavily affect the sales of a 
certain product.  
First, a major challenge facing this industry is the shift in consumer preferences 
towards healthy and organic products (Exhibit 14). Due to demographics and 
social changes, people are demanding innovative products with dietary 
incentives, sugar reduction and new formats that can facilitate healthy and on-
the-go lifestyles. According to an Insights Survey by Euromonitor, products with 
organic and natural claims are the most important new product innovations in 
2017, while free-from and clean label foods is the trend that most impacted sales 
for this industry according to survey respondents. This can be justified as health 
concerns are a driving factor when purchasing food products, free-from and 
clean labels such as “low/no sugar”, “no additives/preservatives”, “low/no 
allergen” will heavily influence consumers when shopping. This trend may 
threaten Mondelez sales, as a large base of its portfolio consists in confectionery 
products that, by definition, contains large amounts of sugar. Mondelez is already 
adapting to this challenge with its strategy of expanding its healthy products, 
investing in innovation to create healthier versions  its current power brands 
healthier or use this shifting trend to leverage the position of its well-positioned 
and successful belVita brand.  
Second, as technology progresses, and consumers become more acquainted to 
digitalization and convenience measures, internet retailing and e-commerce 
are expected to exponentially grow as a channel distribution of the industry2 
(Exhibit 15 and 16). There is a continuous shift towards online purchases instead 
of regular channels such as convenience stores or hypermarkets/supermarkets. 
The e-commerce sales have been growing exponentially in certain countries, 
                                                 
2 “Voice of the Industry: Packaged Food”, Passport 
Exhibit 13: Consumption of retail 
chocolate confectionery worldwide 
(in 1000 metric tons) 
Source: Statista 
 
Exhibit 12: World Consumer 
Expenditure (in million USD) 
Source: Euromonitor 
 
Exhibit 15: Internet Retailing Market 
Value – World 2013-2021 (US Millions) 
Source: Euromonitor 
Exhibit 14: World Health and 
Wellness Products Retail Value (US 
Millions) 
Source: Euromonitor 
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especially in China, Japan and South Korea, as e-commerce giants become ever 
more efficient and are able to manage same-day deliveries, which is extremely 
attractive and convenient to consumers. Mondelez have mentioned in its top-line 
growth strategy plan that it will focus on underdeveloped channels, like e-
commerce. The UK, France and China (Exhibit 17) are countries where the e-
commerce penetration in the food market are the highest. In this matter, the 
company is focused on growing its market share in these particular countries 
through focusing on direct to consumer channels, such as gifting, where 
consumers can personalize their products in different kinds of ways. The e-
commerce unlocks a channel for higher sales of personalized and premium 
products, which means that it grants a proposition that yields higher margins. 
However, while looking at e-commerce, we must also be aware that consumers 
will shift from offline channels to online channels, meaning less trips to the 
supermarket which may affect their buying impulse. There are ways to create this 
impulse through the e-commerce platform, such as automatic product 
suggestions (e.g. recommending Oreo cookies while buying milk) which the 
company intends to exploit. Even so, we are optimistic that the increase in sales 
due to convenience of online shopping will outweigh the buying impulse problem. 
Finally, in segments such as chocolate and confectionery, volume and price 
growth are increasing, where the value of sales rose 5.0 percent in 2016-2017 
worldwide (Exhibit 18), proving that price effects are positive in this segment and 
that there is still room for premium brands as consumers are willing to pay more 
for better quality or healthier products3. This result is more noticeable when the 
analysis is narrowed to developed countries only, as we will in later sections. 
According to Wiebke Schoon, food analyst at Euromonitor, “It’s going to be very 
difficult to persuade consumers to buy more chocolate, (…) But they are open to 
being convinced to have bette r chocolate, to spend more money on it.”. For the 
premium chocolate category alone, the number of product launches in the 
premium chocolate segment grew by over 70%, globally from 2011 to 2015. In 
2015, nearly 7% of chocolates launched were labeled as premium. This same 
market is expected to grow at a CAGR of 7.28% from 2018 to 20224.  
Competition 
The firm has a diverse array of competitors as it performs in many different 
segments with a vast product portfolio. The most appropriate way to set the main 
competitors of Mondelez would be to focus on the competitors of the firm’s main 
product categories. In that sense, for the confectionery category the main 
                                                 
3 Chocolate makers innovate to entice health-conscious consumers, Reuters 
4 Global Premium Chocolate Market 2018-2022, Research and Markets Report 
Exhibit 16: Share of Households with 
access to the Internet 
Source: Euromonitor, “The Evolution of 
Packaging in an E-Commerce world” 
 
Exhibit 17: China Food and Drink 
market value in Internet Retailing (U.S 
Millions) 
Source: Euromonitor 
Exhibit 18: Confectionery Retail Sales 
(US Millions) and growth by Volume 
and Avg. Price worldwide 
Source: Euromonitor 
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competitors would be Mars Inc., Nestlé SA, and Ferrero Group with their 
respective chocolate brands. In Exhibit 19 it is displayed the market position of 
the top firms in this category according to sales. Mondelez is the second leader in 
confectionery with a 12.4% market share, just behind Mars Inc., while Nestlé SA 
and Ferrero Group are the third and fourth leaders in this market with a 6.9% and 
6.7% position, respectively. As the market shifts towards premium confectionery 
products, Mondelez holds a competitive advantage over Mars as the company 
offers a solid range of premium products, such as the Green & Blacks range of 
the Cadbury chocolate. The preferences in premiumization is notable in Exhibit 
20 with the positive market share growth of premium brands such as Ferrero 
Rocher and Lindt. 
For the sweet biscuits, snack bars and fruit snacks category, Mondelez is the 
market leader by a large margin holding a 12.1% market share in 2017. Kellogg 
and General Mills are second and third, with 3.1% and 2.8% respectively, as 
shown in Exhibit 21. The number one position that Mondelez holds is because of 
to the performance of its flagship brands such as Oreo, Ritz, LU and BelVita. 
In the savoury snacks category (Exhibit 22), Mondelez is the second leader in 
the market holding a 3.5% market share, just behind PepsiCo. Holding the third 
and fourth position is Kellog and Campbell Soup with 3.4% and 1.0% 
respectively. Pepsico is the largest operator in savoury snacks due to its 
crips/chips products, such as Doritos and Lay’s, although these offer a different 
proposition to Mondelez’s products. Mondelez, in order to gain market share, has 
innovated its Ritz brand and has recently launched its Ritz Crisp & Thins in North 
America, offering a baked (and not fried), lower fat version of the snack. 
According to the company, this innovation has been successful and well-received 
by consumers, and since it correctly addresses the health and wellness trend, 
make us believe that the firm will successfully capture a consumer-base looking 
for healthier savoury snacks. 
 
Business Segment Analysis 
Mondelez International holds a 1.9% in market share over the entirety of the 
Packaged Food Industry in 2017. This market share will vary in each 
geographical business segment, as Mondelez performs differently in each 
segment, with each segment being unique with its traits, competition and industry 
trends. 
▪ Europe 
Confectionery 2017 
Mars Inc 13.3 
Mondelez International 12.4 
Ferrero Group 6.7 
Nestlé SA 6.9 
Hershey Co, The 5.1 
Chocoladefabriken Lindt & Sprüngli AG 3.0 
 
Savoury Snacks 2017 
PepsiCo Inc 24.2 
Mondelez International 3.5 
Kellogg Co 3.4 
Intersnack Knabber-Gebäck 2.0 
Campbell Soup Co 1.0 
Calbee Foods Co Ltd 1.2 
 
Exhibit 19: Confectionery world 
leaders market share 
Source: Euromonitor 
 
Exhibit 21: Sweet biscuits, snack bars 
and fruit snacks world leaders market 
share 
Source: Euromonitor 
Exhibit 22: Savoury snacks world 
leaders market share 
Source: Euromonitor 
Sweet Biscuits, Snack Bars and Fruit Snacks 2017 
Mondelez International Inc 12.1 
Kellogg Co 3.1 
General Mills Inc 2.8 
PepsiCo Inc 2.5 
Pladis Ltd 1.9 
Nestlé SA 1.8 
 
Exhibit 20: Market share growth of 
confectionery world leaders, 2013-2017 
Source: Euromonitor 
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This is the largest business segment for Mondelez since it represents 38% of its 
total sales. The countries that contribute the most for Mondelez sales in this 
segment are the United Kingdom, France, Russia and Germany. In this segment, 
the company has leading positions in chocolate & biscuits and gum & candy with 
its power brands such as TUC, Cadbury, Halls, Milka, Oreo, Philadelphia, 
Toblerone, LU and belVita.  
The European market of Packaged Food has been slowly decreasing in retail 
value with a 2013-2017 CAGR of -4.6%, hitting an amount of $678bn in 2017. 
This is majorly influenced by the slow economic growth in Western Europe and 
perhaps explained by the decreasing population in Eastern Europe. The 
shrinking European market has also been affecting Mondelez sales, although the 
operating margin has greatly increased (Exhibit 23), which goes along with 
Mondelez’s previous strategy of improving its margins through cost efficiency. 
The expected CAGR for the upcoming years for this market is 4.23% according 
to Euromonitor driven by volume growth from rising disposable income (Exhibit 
24) and recent trends such as a consumer shifting its preferences for quality, 
environmentally friendly, or health and wellness-related products (Exhibit 25). 
Mondelez’s current focus is in increasing its top-line growth and considering how 
Mondelez managed to innovate its products by creating healthier versions of its 
products, we believe there is room for growth.  
▪ North America 
The second most important business segment for Mondelez with a 
representation of 26% of total revenues. USA and Canada are the most relevant 
countries within the segment for the firm. 
The North American market amounts to $419bn in 2017 and has been showing a 
small positive growth since 2013 at a 4-year-CAGR of 0.98% (Exhibit 26). This 
slow growth is due to threats such as: the rising consumer demand for fresh 
foods and grocery retailers placing renewed emphasis on prepared food and in-
store foodservice offerings. This mature market is expected to display slow 
margins of growth in the future, thus incentivizing M&A activity from packaged 
food manufacturers. In relation to Mondelez sales in this segment, in Exhibit 27, it 
is shown that sales value has been decreasing slowly. The drop in sales in 2017 
was partially due to a malware incident (-0.4%) that caused shipments to be 
delayed, and declines in gum, biscuits and candy sales due to consumers’ shift to 
products with less sugar. The North American market is expected to grow at a 6-
Year CAGR of 2.9%, and will be driven from mostly price growth and a small 
volume growth. This price growth can be partly explained from the 
premiumization trend as people look for better quality products. For Mondelez, 
Exhibit 23: Mondelez sales in 
Europe and Operating margin 
Source: Company data 
Exhibit 26: North American Packaged 
Food market value (USD Millions) 
and volume/price growth 
Source: Euromonitor 
Exhibit 25: Health and Wellness 
categories growth – West Europe 
Source: Euromonitor 
Exhibit 24: Disposible Income in 
West Europe 
Source: Euromonitor 
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however, this region poses significant challenges mentioned before in the 
Strategy section. We can expect same level of revenues in upcoming years, with 
then a slow growth starting in later years as we are confident that the firm can 
correctly fix its operational issue in the future. 
▪ AMEA 
The Asia Pacific, Middle East and Africa business segment represents 22% of 
sales. The most relevant countries for the firm are China, Australia, India, Japan 
and Indonesia. 
This market sizes to an amount of $833bn in 2017 and has been growing at a 
CAGR of 1.9% during 2013 to 2017, showing a rapid growth, especially in recent 
years. This growth rate is due to rising disposable income levels (Exhibit 28) in 
these regions leading to more market volume growth, particularly in China and 
Australia. The focus in internet retailing as distribution channels are also 
contributing to the growth of this market as the online presence reaches a wider 
consumer base. In India, convenience and healthy eating trends are the drivers 
in sales of Packaged Food, due to the lifestyles and time constraints of the 
working population in urban regions5. Moreover, the AMEA market growth is 
fuelled by the entry of new players that offer competitive pricing and new product 
launches, as these players possess the expertise in understanding the mind-set 
of local consumers. 
In Exhibit 29, Mondelez net sales have been decreasing, albeit operating margin 
is increasing. The sales decrease is mostly due to the adjustment for 
deconsolidating a coffee business in 2016, and the impact of divestitures of a 
business in Australia and New Zealand in 2017 and unfavourable currency 
impacts due to the strengthening of the U.S dollar relative to other currencies of 
this region. The malware incident mentioned before also impacted revenues for 
AMEA in 2017. With the firm’s focus in e-commerce, particularly in China, and 
specific product segment expansion in certain countries and by not expecting any 
further divestiture or non-recurring items in the future, one may infer that in the 
future revenues may increase, backed with the estimated market growth of 
6.89% from 2018-2023 driven from mostly volume growth. (Exhibit 30)  
▪ Latin America 
Latin America is Mondelez weakest business segment with 14% of its sales. 
Brazil represents almost half of the revenues, while Mexico, Colombia and Peru 
also represent a large portion. 
                                                 
5 “Packaged Food in India”, Euromonitor 
Exhibit 29: Mondelez sales and 
operating margin in AMEA 
Source: Company data 
Exhibit 28: Disposible Income in 
AMEA 
Source: Euromonitor 
Exhibit 30: AMEA Packaged Food 
market value (USD Millions) and 
price/volume growth  
Source: Euromonitor 
Exhibit 27: Mondelez sales in North 
American and Operating margin 
Source: Company data 
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In terms of market size, it is also the smallest of the segments with a 2017 
amount of $250bn in the Packaged Food industry. This particular market has 
been shrinking at a CAGR of -3.95% from 2013 to 2017, with a sudden positive 
growth in the last year (Exhibit 31). This negative growth is influenced by the 
economic crisis in Argentina, with the controlled prices programme losing its 
strength and covering less products within this market, while a reduced 
consumption expenditure also contributes to a negative growth (Exhibit 32). 
Brazil’s situation is similar to that of Argentina with high inflation and income 
inequality, where low-income families avoid the spending on non-essential items 
such as confectionery. The expected 6-Year CAGR for this overall region is 
3.95%. 
Mondelez sales in this region has declined from 2015 to 2016 but increased in 
2017, with operating margins behaving the same way (Exhibit 33). The decrease 
in top-line in 2016 was due to the deconsolidation of its venezuelan operations, 
unfavorable currency and market conditions. In 2017, the behaviour is justified 
due to a higher pricing in this region and lower volume/mix sales from the impact 
of pricing-related elasticity and lower manufacturing costs. Mondelez is currently 
determined in innovating in the Mexican market and address price gaps in Brazil. 
Valuation 
The valuation of Mondelez was conducted through a Discounted Cash Flow 
approach. This methodology is a versatile one that allows for different 
assumptions to be taken into consideration when evaluating each of the 
company’s core business segments. 
The forecasted period ends in 2024, as we believe that the company’s currently 
set strategies will only be enough to gain market share until this year due to the 
nature of its highly competitive market. It is thus, forecasted that the terminal 
growth will stabilize at a Return on Invested Capital (ROIC) of 10.9% and a 
growth rate of 2.12%. 
Revenue Drivers Forecasts 
Since the company operates in over 80 countries it is harder to predict an overall 
future growth. Thus, we decided to estimate the revenues of each core business 
segment as reported by the firm and as mentioned in the segmental analysis 
above. A top-down approach was used to estimate the market growth and 
market share of each of the business segments. 
For market growth, with the information of the Packaged Food market size 
obtained from Euromonitor, we know that the growth of this sector is heavily 
Exhibit 33: Mondelez sales and 
operating margin in Latin America 
Source: Company data 
Exhibit 31: Latin America Packaged 
Food market value and growth 
Source: Euromonitor 
Exhibit 32: Latin America – 
Consumer Expenditure (Million USD) 
Source: Euromonitor 
  
MONDELEZ INTERNATIONAL COMPANY REPORT 
 
 
 
  PAGE 16/32 
 
 
 
influenced by macroeconomic variables and through market dynamics. Thus, 
using variables such as the Nominal GDP and Disposable Income of those 
respective regions and its forecasted future values by reliable sources such as 
the IMF and World Bank, we could infer a growth rate each market. Nominal 
GDP in U.S dollars for all regions was used to tackle the issue of uncertainty 
towards countries’ inflation and exchange rate risk.  
Along with macroeconomic variables, each region’s market growth is also 
affected by consumer trends and these must be taken into account when 
measuring growth. 
Regarding market share, this indicator is influenced through firm-specific events, 
strategies, as well as competitor’s behaviour, since firms that can either 
anticipate consumer trends and generate consumer loyalty or improve its 
operational efficiency or distribution channels are better able to sustain 
competitive advantages over its competitors and thus, gain market share. This 
analysis must factor in not only Mondelez strategy in each respective market, but 
also its competitors’ strategies to evaluate if they adapt better to consumer 
preferences or if they are doing it more efficiently than Mondelez. 
❖ Segmental Forecasts 
To proceed with the forecasts, we split the revenues by the segments the 
company operates in order to find the drivers to the segment’s performance. We 
estimated the future regional market growth with three weighted criteria: (1) 
a linear regression between market size growth and Nominal GDP in U.S dollars 
using historical data, (2) specific market trends affecting that particular region, 
and (3) the industry expected growth according to Euromonitor, which considers 
many other macroeconomic variables and the knowledge of reliable industry 
experts. 
Firstly, in Europe, the market will continue to grow at a healthy rate across all of 
Europe, particularly in Eastern and Central Europe. As mentioned before, 
household incomes are rising and consumers are exploring new premium 
experiences such as gifting while looking for more authentic and artisanal 
products that can meet their health and wellness lifestyle. This information 
implies an expected volume growth and positive mix effect, which along with the 
future Nominal GDP and industry growth for this region allowed us to estimate 
the following results in Exhibit 34. 
With this information, we must now evaluate Mondelez positioning in the 
European market, its current strategy, investments and its commitment in growth 
in order to estimate the market share growth.  
Exhibit 34: European Packaged Food 
Forecasts 
Source: Analyst estimates 
  
MONDELEZ INTERNATIONAL COMPANY REPORT 
 
 
 
  PAGE 17/32 
 
 
 
The pillar for growth in Europe is through innovation, with new products such as 
Milka Dark Milk and Chocobakery that are expected to further grow along with 
the core product portfolio.  
There are three countries in which Mondelez is currently focused: Russia, 
Germany and the United Kingdom. Mondelez states that it is well-positioned to 
capitalize on double-digit revenue growth in Russia as it is a large country and 
there is still room to exploit many small and mid-sized cities. On the retail side, 
Mondelez has a strong local network with discounters and is looking to use it to 
benefit from their rapid growth. In Germany, the firm is planning to invest and 
transform its current portfolio while also expanding the dark chocolate segment to 
stay relevant to the aging population and in adult gifting. The company is also 
confident that its solid distribution channel and relationships with discounters will 
serve to grow in the future. Finally, in the UK, Mondelez states that the 
reacquisition of Cadbury’s biscuit license allowed for a continued expansion of 
biscuit offerings that contributed to a significant growth in the last five years ($170 
to $300 million). The firm will continue to maintain momentum with more offerings 
of Chocobakery and by adding more well-being options such as lower sugar 
versions of its popular brands. 
In terms of e-commerce the company states that it has a 6% e-commerce share 
in France and 3% in the UK and plans to gain more market share while charging 
a premium. As an example, in the UK the company expects great results from its 
direct-to-consumer gifting channel in the UK which can further their leadership 
position in chocolates and biscuits, as it is a rapid growing market (Exhibit 35).  
Based on this information we estimated the following sales in this region and 
market share to be as follows: 
Exhibit 36: Revenues and Market Share Forecasts for Europe 
 
 
 
 
In North America, the situation is like that of Europe with rising disposable 
income but facing a couple challenges as mentioned before. Following the same 
procedure to forecast the market growth, we obtain the following forecasts, as 
seen Exhibit 37.  The forecasted regional growth, according to the criteria set, 
has an upward trend, although slower growth than the other regions. 
Europe 2017 2018E 2019E 2020E 2021E 2022E 2023E 2024E 
Net Sales 9794 10148 10459 10847 11181 11516 11661 11827 
Market Share 
 
1.47% 1.50% 1.52% 1.54% 1.55% 1.55% 1.55% 
Sales YoY Growth 
 
3.62% 3.06% 3.72% 3.07% 3.00% 1.26% 1.42% 
Source: Analyst estimates 
Exhibit 35: UK - Food and Drink 
market value in Internet Retailing (U.S 
Millions) 
Source: Euromonitor 
Exhibit 37: North American Packaged 
Food Forecasts 
Source: Analyst estimates 
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Mondelez strategy for market share gain in North America focuses first on fixing 
its operational challenges mentioned throughout the report. Mondelez is currently 
operating with aged assets that are not properly enabled with technology and are 
hindering the firm’s manufacturing and distribution ability – as stated before, 40% 
of its volume is produced in non-reliable equipment. Thus, the firm is determined 
in investing in additional capacity, automation and improve systems to increase 
both top-line and margin growth in this region. In terms of forecasts, we 
estimated that the revenue levels in the following two years will not fluctuate 
much, as we do not believe the reduced Capex guidance to 3.5% will allow the 
company to quickly solve the challenges in the near future, since these problems 
already pertains for quite some years.  
The firm also sees its U.S supply chain and customer service levels as its 
greatest area of opportunity, making meaningful investments in its supply chain 
infrastructure over the past five years (such as the bakery in Salinas, Mexico), 
which is expected to deliver additional value in later years. 
The company also expects to grow through M&A activity, serving as example the 
$500m acquisition of Tate’s Bakeshop that provided a successful entry into a fast 
growing premium cookie segment. For the short-term, this acquisition will not 
drive much value as these revenues ($2.5m) are only a tiny portion of the 
company’s regional sales, meaning that it is more of a longer-term investment. 
As for overall forecasts, we did not include the effect of any future M&A activity. 
With the above information, we can infer a growth in the market share for future 
years, which is seen in the exhibit below: 
Exhibit 38: Revenues and Market Share Forecasts for North America 
 
 
 
In relation to the AMEA business region, the strong GDP growth projections of 
the emerging countries, particularly China and India, will be reflected on this 
market. There is fast-growing market demographics, driven by increasing 
population. The e-commerce in this region is also driving up sales as consumers, 
especially in China, are shopping more online and in a smaller format. Overall, 
this region shows an astounding growth potential for the industry as rising 
demand drives volume growth. This report’s forecasts for the AMEA region is 
seen in Exhibit 39. 
North America 2017 2018E 2019E 2020E 2021E 2022E 2023E 2024E 
Net Sales 6797 6792 6958 7199 7440 7646 7757 7902 
Market Share 1.83% 1.82% 1.83% 1.86% 1.89% 1.91% 1.91% 1.91% 
Sales YoY Growth 
 
-0.08% 2.45% 3.46% 3.36% 2.76% 1.45% 1.87% 
Source: Analyst estimates 
Exhibit 39: AMEA Packaged Food 
Forecasts 
Source: Analyst estimates 
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Mondelez is a leader in snacks in this region and is currently well-positioned to 
capture opportunities in these growing economies and expand its snacking 
markets further. The firm states it has identified white spaces opportunities and 
plans to cover it with organic and inorganic ways. Moreover, the company 
possesses an optimized manufacturing footprint and access to growing channels 
(mainly traditional trade) in China, India, Southeast  Asia and Africa. Mondelez 
holds a 15% e-commerce share in China, and it plans to grow more by reaching 
consumers with low unit price products and capturing more consumers with 
premium offers. The increasing revenues seems feasible as the volume-driven 
growth of the market is quite high (See Exhibit 30 on page 14), however, the 
market share gain is a tricky one due to the high competition of local businesses 
in regular channels and other multinational companies such as Nestlé also 
investing heavily in the expansion in these markets. Positive aspects to back the 
favourable market penetration would be the firm’s special partnership program 
with retailers in this region, and the e-commerce expansion, which makes us 
believe that the firm can extract some value from market penetration as well and 
not only from market growth.  
With a solid base, business momentum in sales and the right margin structure, 
the company will keep accelerating its top-line growth in the future. 
Exhibit 40: Revenues and Market Share Forecasts for AMEA 
AMEA 2017 2018E 2019E 2020E 2021E 2022E 2023E 2024E 
Net Sales 5739 6208 6610 7135 7611 8027 8389 8736 
Market Share 0.69% 0.70% 0.71% 0.73% 0.73% 0.73% 0.73% 0.73% 
Sales YoY Growth 
 
8.17% 6.48% 7.95% 6.67% 5.46% 4.51% 4.14% 
 
Finally regarding Latin America, as mentioned before, market growth is heavily 
correlated to GDP, and so this region’s industry is expected to grow with its 
unique traits. Brazil is the main driver of Mondelez sales in this region holds the 
greatest growing potential, despite the challenges of its current economy. 
Contrarily, markets in Mexico, Colombia and Peru offer bullish outlooks with 
positive consumer sentiments. The market in this region is being fuelled by the 
growing retail market, with the surging of cash and carry and discounters. The 
forecasted growth values of this market are displayed in Exhibit 41. 
The firm shows to be consistently able to handle problems in challenging 
economic and political environments, e.g, the transportation strike in Brazil last 
year. The growth plan for this region will focus on five aspects: (1) building a local 
first culture by featuring local ingredients in its products; (2) improving its 
channels in traditional trade and supermarkets, and expanding into 
Source: Analyst estimates 
Exhibit 41: Latin American Packaged 
Food Forecasts 
Source: Analyst estimates 
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underpenetrated channels such as cash and carry and pharmacies; (3) invest in 
geographic whitespaces with growing potential such as Mexico, Argentina and 
Colombia; (4) innovation of the belVita brand and focus on adjacent segments 
with their most iconic brands and (5) using its price-pack architecture to deliver 
wider range of price points and address the consumers seeking lower price 
points. We are partially confident in the company’s effectiveness in this strategy 
as the company seems to transparently know where to place its efforts, as well 
as having amassed scale in its facilities from reducing half of the number of 
plants in this region.  
We believe that this market poses some challenges as GDP growth of certain 
relevant countries are not as stable, and thus we favour the company’s efforts in 
focusing on market penetration.  
Mondelez’s commitment in this region is to gain more market share in their 
snacks business through an already well-established supply-chain, clearly-
defined innovation ideas, strong route-to-market and sustainable high margins 
and cash flow. Thus, we estimated the following market share gain: 
Exhibit 42: Revenues and Market Share Forecasts for Latin America 
Latin America 2017 2018E 2019E 2020E 2021E 2022E 2023E 2024E 
Net Sales 3566 3422 3501 3622 3735 3841 3918 4006 
Market Share 1.43% 1.45% 1.47% 1.49% 1.50% 1.51% 1.51% 1.51% 
Sales YoY Growth 
 
-4.04% 2.31% 3.45% 3.13% 2.84% 2.02% 2.23% 
 
Operational Expenses 
In terms of COGS6 improvement, the firm is currently focusing on its top-line, and 
shows that it is satisfied with its profit margins across all regions except in North 
America. Thus, the emphasis on the cost drivers will be in this particular region. 
We expect the company to invest in additional capacity, in automation and 
improve the systems and manufacturing facilities in order to produce more 
efficiently. In Europe the company has increased its capacity due to investments 
made recently in the past, such as $75 million in a chocolate factory in the UK, 
and $200 million to build the biggest European biscuit factory in Opava, Czech 
Republic. These investments go in line with their commitment in expanding their 
core products. These infrastructures allow platforming solutions of products that 
the firm can scale across different brands, reducing costs. We expect COGS to 
still face some challenges in 2019 and will begin improvement by the year of 
                                                 
6 We have adjusted the COGS by removing some non-recurrent items related to the 2014-2018 Restructuring Program, 
thus these values and EBIT margins will not be similar to the reported data. 
Source: Analyst estimates 
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2020 onwards in North America. In other business regions, we also expect a 
slight increase in profit margins at future years due to the operational efficiency 
strategy. 
In terms of SG&A, for all regions, the company mentions that it will innovate its 
marketing playbook and capabilities, meaning more advertising and commercial 
expenses. This increase in SG&A will be partially offset by the improvement in 
the firm’s systems and processes and in its distribution facilities. We expect the 
net result to still be an increase in the SG&A margin. In our forecasts for the 
investment in A&C, we try to estimate it taking into consideration their target 
revenue growth and EBIT expansion. 
Exhibit 43: Forecasted Recurrent EBIT Margin for North America 
 
 
Relating to the costs of the 2014-2018 Restructuring Program, this program 
was supposed to end in 2018, but the company reported that it will continue for 
four more years until 2022. The company expects to incur $1.3 billion in 
operational expenses related to this program throughout the four years. These 
additional expenses have been included in our forecasts. For Asset impairment 
and exit costs, we assumed a value of zero for future years due to its 
unpredictable nature. 
Finally, for EBIT margins, by comparing the overall profit margin to its peers, we 
can see that it Mondelez has the second highest margin (Exhibit 44). Our 
forecasts predict an increase up to 19.67%, mainly driven by revenue growth: 
Exhibit 45: Forecasted EBIT Margin for Mondelez 
Mondelez 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
EBIT 
Margin 15.26% 16.77% 18.51% 18.51% 18.43% 18.78% 19.35% 19.67% 19.64% 19.60% 
Net Working Capital 
Our focus on net working capital will consist in the evaluation of its three main 
working capital accounts: Account Receivables, Inventories and Accounts 
Payable. 
Regarding Accounts Receivables, we calculated the Day Sales Outstanding 
and obtained an amount of 38 in 2017 which is equal to its peers median (Exhibit 
46). We expect an improvement in this number starting from 2019, as the 
company develops stronger relationships with its clients, especially those in the 
North 
America 2015 2016 2017 2018E 2019E 2020E 2021E 2022E 2023E 2024E 
EBIT Margin 21.50% 21.76% 20.31% 19.91% 19.51% 20.01% 20.71% 21.11% 21.21% 21.21% 
Exhibit 46: Mondelez working 
capital vs peers 
Source: Bloomberg, Analyst estimates 
 
Source: Analyst estimates 
Exhibit 44: EBIT Margins 2017, 
Mondelez and peers 
Source: Analyst estimates, Bloomberg 
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emerging markets. In the long-term, we expect this number to go back to the 
peers median. 
In Accounts Payable, we evaluated it with the Days Payable Outstanding, 
where the firm beats its peers by a large margin. This can be justified due to the 
company’s bargaining power over its suppliers due the modernization of its 
supply chain and also due to strong relationships with its suppliers, where these 
suppliers work together with Mondelez for the innovation of some product lines. 
We expect the DPO to further improve in the short-term and slowly decrease in 
the long-term, although still outperforming its peers in this metric. 
Inventories, we use Days Sales of Inventories to compare it to its peers. The 
firm is slightly better in this aspect when compared to the peers median. We 
expect this metric to vastly improve as the commitment of the firm in expanding 
its distribution channels such as discounters and e-commerce, will provide a 
faster and more efficient dispatch of its products. As competition improves its 
distribution channels as well, we expect a long-term reversion of the firm’s DSI to 
the peers median. 
Overall, regarding its Cash Conversion Cycle (CCC), we can see that the 
company possesses a negative 36, which implies not only a great production and 
sales process, but also a strong trade terms management. Comparing to its 
peers, median is 10 days, which means that Mondelez is one of the best in terms 
of working capital management. 
Exhibit 47: Working Capital: DSO, DPO and DSI – Historical and Forecasts 
Net Working 
Capital 2015 2016 2017 2018E 2019E 2020E 2021E 2022E 2023E 2024E 
DSO 32 37 38 38 36 34 33 36 38 38 
DPO 96 125 134 135 136 137 138 138 137 135 
DSI 51 58 60 60 57 55 53 55 58 60 
CCC -12 -30 -36 -37 -43 -48 -52 -47 -41 -37 
 
CAPEX & Tax Rate 
Capex will consist mainly on the acquisitions or renovations of Property, Plant 
and Equipment, due to the company’s strategy in product innovation, expanding 
its distribution channels, such as e-commerce, and in improving its manufacturing 
facilities, particularly in North America. Moreover, its ambition in pursuing 
whitespace geographies will also have a heavy impact in capital expenditures. 
According to data reported by the firm, it expects to invest an incremental Capex 
of $700m for the next four years (2019-2022) due to its restructuring program. 
This incremental Capex is already reflected in their target Capex of 3.5%. Even 
Exhibit 48:  Adjusted Capex 
Investment 
Source: Analyst estimates 
 
Source: Company data; Analyst estimates 
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with their target Capex reduction from 4.5% to 3.5%, we expect the value in 
absolute terms to exceed that of 2017 by 2020 due to the increase in revenues. 
The company’s adjusted net CAPEX represented 10.2% of its revenues in 2017 
(different than the reported one as we have adjusted it), majorly boosted by M&A 
activity. The forecasted values for the upcoming years is that the firm will 
continue to consistently invest in capital, ranging from 4.5% to a maximum of 
10% throughout the years, as seen in Exhibit 48. 
Tax Rate reduction from the U.S Trump Tax Reform, where the U.S statutory tax 
rate will decrease from 35% to 21% in 2019, thus greatly benefitting the marginal 
tax rate for future periods and consequently the forecasted operational cash flow. 
WACC, Target Debt-Structure and Growh Rate 
Regarding the cost of capital, we have determined the weighted average cost 
of capital (WACC), which considers the cost of equity, the cost of debt, and 
the respective target capital structure of the firm. 
For the cost of equity we have utilized the CAPM model. As inputs we have the 
risk-free rate, the market risk premium, and the beta. The risk-free rate was 
calculated using a weighted average of the 10-year yields of the firm’s most 
relevant countries in terms of sales. This method was used in order to better 
represent the exposure of the firm in its different countries that is operating. With 
the information of the sales distribution per country and using the most 
representative countries’ 10-year yields we calculated, through a weighted-
average, a regional yield. Through the same procedure for other regions, and 
after having all regional yields, we then calculated another weighted-average with 
the regional sales distribution as proxy to obtain the final risk-free rate of 3.64% 
(See Exhibit 49). For the market risk premium, we used the 5.5% generally 
accepted rate7. Regarding the beta estimation, we chose the most comparable 
publicly-listed firms in terms of product segments, risk profile and subject to the 
same market impacts. The comparable firms were Nestlé, Chocoladefabriken 
Lindt, Kraft Heinz, General Mills and Pepsico. We proceeded with the unlevering 
of each of these firms’ raw beta8 by using their respective market debt-to-equity 
ratio.  
To determine Mondelez’s target capital structure in the long-term, we have 
decided to use the average of the comparable firm’s market debt-to-equity ratio 
of 0.30, which seems a reasonable assumption as it is close to the firm’s current 
market D/E of 0.32. 
                                                 
7 “Measuring and Managing the Value of Companies”, Mckinsey Valuation 
8 4-year raw betas, weekly data. 
Latin America 10 Year Yield % Sales
Brazi l  (USD) 5.69% 7.76%
Argentina  (USD) 9.48% 3.01%
Region Proxy 6.75% 13.77%
AMEA 10 Year Yield % Sales
China 3.61% 3.35%
Austra l ia 2.71% 2.92%
India 8.16% 2.76%
Japan 0.15% 1.68%
Region Proxy 3.99% 22.16%
Europe 10 Year Yield % Sales
United Kingdom 1.67% 9.58%
France 0.87% 6.70%
Germany 0.53% 3.08%
Russ ia 8.66% 4.68%
Region Proxy 2.66% 37.82%
North America 10 Year Yield % Sales
U.S 3.05% 20.04%
Mexico (USD) 4.52% 2.56%
Canada 2.55% 2.84%
Region Proxy 3.14% 26.25%
Risk-Free Rate 3.64%
Exhibit 49: Risk-free proxy 
calculation 
Source: Bloomberg, Analyst estimates 
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With the unlevered betas and the target debt-to-equity ratio we obtained a 
relevered beta of 0.80. Applying the CAPM model we have obtained a cost of 
equity of 8.05% For the cost of debt, according to the firm’s credit rating for its 
debt of Baa1, we derived a value of 0.22% for the annual default rate probability9 
and a recovery rate of 38%10. With the yield-to-maturity of a Baa1 corporate bond 
of 4.9% we have calculated a cost of debt of 4.8%11 Finally, having all the inputs 
and applying the formula, we have arrived at a WACC of 6.90% 
Regarding the terminal growth rate, we reached a value stable value of 2.12% 
and a stable ROIC of 10.9%. This value takes into account the long-term growth 
of GDP and the industry in all business segments, and assuming that the 
company will no longer gain any market share due to the nature and 
competitiveness of the market. 
DCF Output 
The DCF model output corresponds to the Base Case scenario, in which we 
assigned a probability of 80%. This base case yielded us an estimated target YE 
2019 share price for Mondelez International of $49.38, and coupled with the 
dividends declared in 2019 of $1.10, it brings a total return of 27.0% against its 
current share price of $39.74. The recommendation is a BUY with an expected 
enterprise value of $93.416 billion and equity value of $71.786 billion. 
A simple low scenario was also estimated to evaluate the long-run growth, where 
the underlying assumption was that the return on invested capital in the long-run 
will be the industry average of 8%, whereas the terminal growth rate will be zero 
percent due to a worldwide economic slowdown and unfavourable market 
growth. This low scenario resulted in a YE 2019 share price of $41.40. A 
scenario analysis focused on revenues will be further addressed in a later section 
of this report. 
 
Multiples Valuation 
Besides the DCF analysis, a multiple valuation was also conducted to understand 
the market sentiment on Mondelez, its peers and in the industry. The firms used 
in this analysis were the same used on the beta estimation procedure. 
                                                 
9 Source: Derived from the average cumulative global default rate 1983-2017 for Baa1 for 10 years from Moody’s 
Report 
10 Recovery rate for Senior Unsecured Bonds (2017) from Moody’s. 
11 The formula was: yield to maturity -  probability of default * loss given default 
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We have chosen three multiples to perform this valuation: Enterprise Value to 
Sales, Enterprise Value to EBITDA and Price-to-Earnings. An implied 
reference range of prices was estimated using the first and third quartile of the 
comparable firms’ multiples and then applying them to our 2019 forecasted 
revenues, EBITDA and net income, depending on the multiple addressed.  
The Enterprise Value to EBITDA implied price range of the shares is the lowest 
among all multiples [ 36.78 ; 43.00 ], while the Price-to-Earnings multiple yields the 
largest interval of share prices [ 37.89 ; 69.55 ]. Lastly, the Enterprise Value to 
Sales multiple gives us an interval of [ 40.55 ; 49.99 ]. 
We have then plotted the range of prices in the football field chart below: 
Exhibit 51: Valuation Football Field 
 
Sensitivity Analysis 
Since a DCF analysis is extremely sensitive to its inputs and assumptions, the 
valuation for the company can be greatly affected by a slight change in any of the 
variables. In this sense, a sensitivity analysis of the target price on the terminal 
growth was conducted by considering changes in the WACC and ROIC (Return 
on Invested Capital).  
Regarding WACC, the rationale is that due to late interest rate hikes by The Fed, 
uncertainty, and political issues in other countries, our risk-free rate and cost of 
equity may rise from the increase of countries’ yields. Another relevant input for 
the cost of equity is the estimation of beta, in which the relevered beta of 0.8 is 
slightly different than the stock’s raw beta of 0.9. Thus, uncertainty in regards of 
the beta may in fact change the WACC rate. 
Regarding ROIC, for terminal growth, we assumed a ROIC of 10.9%, which is an 
optimistic scenario when considering that the industry’s average is only 8%. The 
high ROIC is justified by the company’s positioning and continued innovation in 
its market, but nonetheless the company is subject to external factors that can 
harm its ROIC. In Exhibit 52 we come across a price range of $32.30 to $78.52. 
Source: Bloomberg, Analyst estimates 
EV / EBITDA EV / Sales P / E
Nestle 14.7x 3.2x 31.6x
Chocoladefabriken Lindt 23.4x 4.2x 41.5x
Kraft Heinz 12.6x 3.5x 14.7x
General Mills 12.5x 2.4x 13.5x
Pepsico 14.3x 2.9x 21.5x
Exhibit 50: Comparable firms 
multiples 
Source: Bloomberg 
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Exhibit 52: Sensitivity Analysis: WACC and ROIC 
 
 
 
 
Scenario Analysis 
The company is subject to many risks inherent to its global operations that may 
affect considerably the company’s free cash flows. The relevant risks for this 
analysis are risks inherent to macroeconomic environment and competition. 
For the former, the industry is highly dependent on economic and political factors 
worldwide that can negatively affect business operations and customer demand. 
Regarding the latter, as stated before, Mondelez operates in a highly competitive 
industry. The competitive pressure may negatively affect prices in many of 
Mondelez products. As so, Mondelez may need to increase or reallocate more 
spending than expected to remain competitive. For the scenario analysis, three 
scenarios were created: the base case with 75% probability, and a both 
pessimistic and optimistic case with 15% and 10% probability, respectively. The 
pessimistic and optimistic case both considered different forecasts of each 
regional market growth, taking into account possible favourable (e.g. higher 
GDP growth than estimated) or unfavourable macroeconomic impacts (e.g 
political conflicts, trade war), depending on the scenario. For the regional 
market share, the scenarios took into account different perspectives towards the 
effectiveness of the company on market penetration as this effectiveness is not 
only dependent on how well it executes its strategy, but also relies on the 
effectiveness of the strategies of the company’s peers. All scenario’s forecasted 
revenues are displayed in Exhibit 53. The results of the Scenario Analysis is 
shown below: 
Scenario Analysis Probability Share Price 
Shareholder 
Return Recommendation 
Base Scenario 80% 49.38 27.02% BUY 
Pessimistic Scenario 10% 34.27 -11.22% SELL 
Optimistic Scenario 10% 55.43 42.28% BUY 
Expected Share Price   48.47 24.77% BUY 
Thus, this analysis gives us a YE 2019 share price of 48.47$, with a Total 
Shareholder Return of 24.77%, corresponding to a BUY recommendation. This 
result is similar to the result in the base case, being lower due to the higher 
impact of the negative scenario. 
  
WACC 
  
5.50% 6.00% 6.90% 7.50% 8.00% 
ROIC 
7.0% 65.28 55.28 42.58 36.44 32.30 
8.0% 68.87 58.33 44.95 38.49 34.13 
9.5% 72.83 61.70 47.58 40.76 36.16 
10.9% 75.54 64.01 49.38 42.31 37.55 
11.5% 76.50 64.83 50.01 42.86 38.04 
Exhibit 53: Forecasted Revenues from 
Scenario Analysis (USD Millions) 
Source: Bloomberg 
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Appendix 
Reformulated Income Statement 
Core                     
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Net sales 29 636 25 923 25 896 26 570 27 528 28 725 29 759 30 758 31 451 32 191 
COGS 18 551 15 522 15 552 15 652 16 156 16 813 17 395 17 971 18 380 18 823 
SG&A 7 756 6 427 5 807 6 000 6 303 6 555 6 707 6 905 7 065 7 235 
EBIT 4 521 4 346 4 794 4 918 5 069 5 358 5 657 5 883 6 006 6 133 
Taxes -566 1 168 1 264 1 309 809 856 903 939 959 979 
NOPLAT 5 087 3 178 3 530 3 609 4 259 4 502 4 754 4 943 5 047 5 154 
           
Non Core                     
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Asset impairment and exit costs (with no Restructuring 
Costs) -190 -138 -121 0 0 0 0 0 0 0 
Costs related to the Restructuring Program -1 002 -1 086 -792 -800 -325 -325 -325 -325 0 0 
Operating expenses 
  
  
       Unrealized (losses)/gains on hedging activities 
(mark-to-market impacts) 96 -94 -96 -96.6 -99.7 -103.8 -107.4 -110.9 -113.5 -116.2 
General corporate expenses -383 -291 -287 -296.5 -311.5 -324.0 -331.5 -341.3 -349.2 -357.6 
Amortization of intangibles -181 -176 -178 -183.3 -188.1 -193.2 -200.1 -206.5 -212.8 -217.3 
Net gain on divestitures 6 822 9 186 102.7 151.0 130.5 148.7 147.4 155.7 154.7 
Loss on deconsolidation of Venezuela -778 0 0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 
Acquisition-related costs -8 -1 0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 
Other (income)/expense, net -53 -76 25 -31 -34 -38 -42 -42 -40 -37 
Taxes 1 513 -649 -442 -457 -169 -179 -179 -184 -117 -457 
Gain on equity method investment transactions 0 43 40 44.4 44.4 44.4 44.4 44.4 44.4 44.4 
Equity method investment net earnings 0.0 301.0 460.0 401.0 401.0 401.0 401.0 401.0 401.0 401.0 
OCI -2 990 -925 1 201 142.1 147.2 154.0 160.3 165.9 169.7 173.6 
Result -180 -1 785 880 -260 -45 -74 -71 -81 174 168 
           Financial                     
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Interest expense -609 -515 -396 -388 -421 -459 -497 -485 -459 -420 
Loss on debt extinguishment and related expenses -753 -427 -11 -250 -272 -296 -321 -312 -296 -271 
JDE coffee business transactions currency-related net 
gains 436 0 0 0 0 0 0 0 0 0 
Loss related to interest rate swaps -34 -97 0 -56 -60 -66 -71 -69 -66 -60 
Tax shield -355 -390 -134 -254 -165 -180 -195 -190 -180 -165 
OCI 296 -228 -49 -142 -147 -153 -159 -164 -168 -172 
Comprehensive income (loss) attributable to redeemable 
and noncontrolling interest 2 7 -42 -26 -35 -37 -39 -41 -45 -47 
Result -307 -870 -364 -578 -771 -831 -892 -882 -854 -806 
Consolidated                     
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Core Income 5086.5 3178.2 3530.3 3609.3 4259.2 4502.4 4753.9 4943.1 5046.7 5153.8 
Non Core Income -180.1 -1785.5 880.1 -260.4 -44.7 -73.8 -70.6 -81.1 174.3 167.6 
Financial Result -307.5 -869.8 -364.3 -577.9 -770.8 -830.9 -891.6 -881.5 -853.8 -805.9 
Comprehensive earnings attributable to Mondelez 
International 4 599 523 4 046 2 771 3 441 3 618 3 876 4 120 4 506 4 654 
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Reformulated Balance Sheet 
Core Business                     
 
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Operating Cash 593 518 518 531 551 576 599 621 635 649 
Trade Receivables 2634 2611 2691 2761 2710 2677 2704 3054 3297 3374 
Other receivables 1212 859 835 857 888 929 966 1001 1023 1047 
Inventories 2609 2469 2557 2573 2523 2540 2543 2730 2945 3119 
Accounts payable -4890 -5318 -5705 -5784 -6014 -6320 -6614 -6844 -6949 -7012 
Accrued marketing -1634 -1745 -1728 -1800 -1892 -2008 -2120 -2195 -2244 -2297 
Accrued employment 
costs -844 -736 -721 -740 -766 -802 -834 -864 -883 -904 
Other current assets 390 488 497 453 470 491 511 529 541 554 
Other current liabilities -2497 -2328 -2134 -2190 -2268 -2374 -2469 -2557 -2614 -2676 
Net Working Capital -2427 -3182 -3190 -3337 -3800 -4290 -4714 -4525 -4250 -4144 
Net property, plant and 
equipment 8362 8229 8677 9195 9901 10498 11071 11622 11875 12333 
Goodwill 20664 20276 21085 21634 22413 23452 24400 24400 24400 24400 
Net Intangible assets 18768 18101 18639 18766 19442 20343 21165 21915 22407 22933 
Other assets 358 350 366 376 389 407 424 439 448 459 
Deferred income taxes 
(assets) 277 358 319 366 226 241 259 272 278 284 
Deferred income taxes 
(liabilities) -4750 -4721 -3376 -3142 -2633 -2592 -2315 -2193 -1990 -1778 
Other liabilities -1832 -1572 -2689 -2759 -2858 -2991 -3112 -3222 -3294 -3372 
Net Fixed Assets and 
Intangibles 41847 41021 43021 44435 46882 49359 51892 53233 54124 55259 
Core Invested Capital 39420 37839 39831 41098 43081 45069 47178 48709 49874 51114 
           
Non-Core Business                     
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Prepaid pension assets 69 159 158 162 168 176 183 189 194 198 
Equity method 
investments 5387 5585 6345 6345 6345 6345 6345 6345 6345 6345 
Accrued pension costs -2183 -2014 -1669 -1168 -818 -572 -401 -281 -196 -137 
Accrued postretirement 
health care costs -499 -382 -419 -392 -412 -427 -435 -445 -455 -466 
Non Core Invested 
Capital 2774 3348 4415 4947 5283 5521 5692 5809 5887 5940 
           
Financial                     
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Excess Cash 1277 1223 243 0 0 0 0 0 0 0 
Debt -15398 -17199 -17652 -19605 -21969 -24142 -24002 -23071 -21500 -19861 
Noncontrolling interest -88 -54 -80 -80 -83 -82 -81 -82 -89 -97 
Other current assets 243 312 179 184 190 199 207 214 219 224 
Other current liabilities -216 -308 -825 -846 -877 -918 -955 -989 -1011 -1034 
Net Financial Assets -14182 -16026 -18135 -20348 -22739 -24942 -24831 -23926 -22380 -20768 
           Equity           
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Reformulated Total 
Stockholders' Equity 28012 25161 26111 25697 25626 25648 28039 30591 33381 36286 
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Free Cash Flows 
 
Core Business Cash Flows                     
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
NOPLAT 5086.5 3178.2 3530.3 3609.3 4259.2 4502.4 4753.9 4943.1 5046.7 5153.8 
Depreciation and amortization 
 
647.0 638.0 679.8 696.5 726.2 751.9 776.7 780.3 798.7 
Operating Cash Flow   3825.2 4168.3 4289.1 4955.8 5228.6 5505.7 5719.8 5827.0 5952.4 
Net CAPEX 
 
179.0 -2638.0 -1647.5 -2482.3 -2745.6 -2786.7 -1805.6 -1415.0 -1672.8 
Change in NWC and others 
 
754.3 8.5 147.4 463.4 479.7 403.2 -195.9 -271.7 -104.9 
Investing Cash Flow   933.3 -2629.5 -1500.1 -2018.9 -2265.9 -2383.5 -2001.5 -1686.7 -1777.6 
Core Free Cash Flow   4758.5 1538.8 2789.0 2936.9 2962.7 3122.3 3718.3 4140.3 4174.8 
           
Non Core Business Cash Flows                     
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Non Core Result 
 
-1785.5 880.1 -260.4 -44.7 -73.8 -70.6 -81.1 174.3 167.6 
Non Core Investments 
 
-574.0 -1067.0 -532.0 -336.5 -236.2 -168.1 -113.3 -77.9 -52.3 
Non Core Free Cash Flow   -2359.5 -187.0 -792.4 -381.2 -310.0 -238.7 -194.4 96.3 115.3 
           
Operational Free Cash Flow   2399.0 1351.8 1996.6 2555.7 2652.7 2883.6 3523.8 4236.7 4290.0 
           
Financial Cash Flows                     
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Financial Result 
 
-869.8 -364.3 -577.9 -770.8 -830.9 -891.6 -881.5 -853.8 -805.9 
Change in Net Financial Assets 
 
1844.7 2108.5 1766.5 1728.4 1765.1 -546.9 -1139.5 -1730.1 -1797.7 
Transactions with shareholders 
 
-3374.0 -3096.0 -3185.2 -3513.3 -3586.9 -1445.1 -1502.8 -1652.7 -1686.4 
Financing Cash Flow   -2399.0 -1351.8 -1996.6 -2555.7 -2652.7 -2883.6 -3523.8 -4236.7 -4290.0 
 
Reformulated Statement of Changes in Equity 
 
                    
  2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 
Total stockholders' equity - beginning of year 
 
28012.0 25161.0 26111.0 25696.8 25626.0 25647.8 28039.2 30591.4 33381.0 
Total comprehensive income 
 
516.0 4088.0 2744.9 3405.8 3581.3 3836.7 4078.1 4459.3 4605.9 
Total comprehensive income attributable to Mondelez 
International 
 
523.0 4046.0 2771.0 3441.1 3618.1 3875.9 4120.0 4505.5 4654.1 
   
  
       
Common stock purchased 
 
-2601.0 -2202.0 -2233.3 -2233.3 -2233.3 0.0 0.0 0.0 0.0 
Cash dividends declared 
 
-1116.0 -1239.0 -1283.8 -1595.6 -1677.6 -1797.0 -1910.3 -2089.2 -2158.3 
Exercise of stock options and issuance of stock awards 
 
343.0 345.0 358.0 352.3 351.4 351.7 384.5 419.5 457.7 
Net Transactions with Shareholders   -3374.0 -3096.0 -3159.1 -3476.6 -3559.5 -1445.3 -1525.8 -1669.7 -1700.6 
Total stockholders' equity - end of year 28012 25161.0 26111.0 25696.8 25626.0 25647.8 28039.2 30591.4 33381.0 36286.3 
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Disclosures and Disclaimers 
 
Report  Recommendations 
Buy Expected total return (including expected capital gains and expected dividend yield) 
of more than 10% over a 12-month period. 
Hold Expected total return (including expected capital gains and expected dividend yield) 
between 0% and 10% over a 12-month period. 
Sell Expected negative total return (including expected capital gains and expected 
dividend yield) over a 12-month period. 
 
 
This report was prepared by Daniel Hu, a Master in Finance student of Nova School of Business and 
Economics (“Nova SBE”), within the context of the Field Lab – Equity Research. 
This report is issued and published exclusively for academic purposes, namely for academic evaluation and 
master graduation purposes, within the context of said Field Lab – Equity Research. It is not to be construed 
as an offer or a solicitation of an offer to buy or sell any security or financial instrument. 
This report was supervised by a Nova SBE faculty member, acting merely in an academic capacity, who 
revised the valuation methodology and the financial model. 
Given the exclusive academic purpose of the reports produced by Nova SBE students, it is Nova SBE 
understanding that Nova SBE, the author, the present report and its publishing, are excluded from the 
persons and activities requiring previous registration from local regulatory authorities. As such, Nova SBE, its 
faculty and the author of this report have not sought or obtained registration with or certification as financial 
analyst by any local regulator, in any jurisdiction. In Portugal, neither the author of this report nor his/her 
academic supervisor is registered with or qualified under COMISSÃO DO MERCADO DE VALORES MOBILIÁRIOS 
(“CMVM”, the Portuguese Securities Market Authority) as a financial analyst. No approval for publication or 
distribution of this report was required and/or obtained from any local authority, given the exclusive academic 
nature of the report. 
The additional disclaimers also apply: 
USA: Pursuant to Section 202 (a) (11) of the Investment Advisers Act of 1940, neither Nova SBE nor the 
author of this report are to be qualified as an investment adviser and, thus, registration with the Securities and 
Exchange Commission (“SEC”, United States of America’s securities market authority) is not necessary. 
Neither the author nor Nova SBE receive any compensation of any kind for the preparation of the reports. 
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Germany: Pursuant to §34c of the WpHG (Wertpapierhandelsgesetz, i.e., the German Securities Trading 
Act), this entity is not required to register with or otherwise notify the Bundesanstalt für 
Finanzdienstleistungsaufsicht (“BaFin”, the German Federal Financial Supervisory Authority). It should be 
noted that Nova SBE is a fully-owned state university and there is no relation between the student’s equity 
reports and any fund raising programme. 
UK: Pursuant to section 22 of the Financial Services and Markets Act 2000 (the “FSMA”), for an activity to be 
a regulated activity, it must be carried on “by way of business”. All regulated activities are subject to prior 
authorization by the Financial Conduct Authority (“FCA”). However, this report serves an exclusively 
academic purpose and, as such, was not prepared by way of business. The author - a Master’s student - is 
the sole and exclusive responsible for the information, estimates and forecasts contained herein, and for 
the opinions expressed, which exclusively reflect his/her own judgment at the date of the report. Nova SBE 
and its faculty have no single and formal position in relation to the most appropriate valuation method, 
estimates or projections used in the report and may not be held liable by the author’s choice of the latter. 
The information contained in this report was compiled by students from public sources believed to be reliable, 
but Nova SBE, its faculty, or the students make no representation that it is accurate or complete, and accept 
no liability whatsoever for any direct or indirect loss resulting from the use of this report or of its content. 
Students are free to choose the target companies of the reports. Therefore, Nova SBE may start covering 
and/or suspend the coverage of any listed company, at any time, without prior notice. The students or Nova 
SBE are not responsible for updating this report, and the opinions and recommendations expressed herein 
may change without further notice. 
The target company or security of this report may be simultaneously covered by more than one student. 
Because each student is free to choose the valuation method, and make his/her own assumptions and 
estimates, the resulting projections, price target and recommendations may differ widely, even when referring 
to the same security. Moreover, changing market conditions and/or changing subjective opinions may lead to 
significantly different valuation results. Other students’ opinions, estimates and recommendations, as well as 
the advisor and other faculty members’ opinions may be inconsistent with the views expressed in this report. 
Any recipient of this report should understand that statements regarding future prospects and performance 
are, by nature, subjective, and may be fallible. 
This report does not necessarily mention and/or analyze all possible risks arising from the investment in the 
target company and/or security, namely the possible exchange rate risk resulting from the security being 
denominated in a currency either than the investor’s currency, among many other risks. 
The purpose of publishing this report is merely academic and it is not intended for distribution among private 
investors. The information and opinions expressed in this report are not intended to be available to any 
person other than Portuguese natural or legal persons or persons domiciled in Portugal. While preparing this 
report, students did not have in consideration the specific investment objectives, financial situation or  
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particular needs of any specific person. Investors should seek financial advice regarding the appropriateness 
of investing in any security, namely in the security covered by this report. 
The author hereby certifies that the views expressed in this report accurately reflect his/her personal opinion 
about the target company and its securities. He/ She has not received or been promised any direct or indirect 
compensation for expressing the opinions or recommendation included in this report. 
While preparing the report, the author may have performed an internship (remunerated or not) in Haitong 
Bank. This Company may have or have had an interest in the covered company or security. 
The content of each report has been shown or made public to restricted parties prior to its publication in Nova 
SBE’s website or in Bloomberg Professional, for academic purposes such as its distribution among faculty 
members for students’ academic evaluation. 
Nova SBE is a state-owned university, mainly financed by state subsidies, students tuition fees and 
companies, through donations, or indirectly by hiring educational programs, among other possibilities. Thus, 
Nova SBE may have received compensation from the target company during the last 12 months, related to its 
fundraising programs, or indirectly through the sale of educational, consulting or research services. 
Nevertheless, no compensation eventually received by Nova SBE is in any way related to or dependent on 
the opinions expressed in this report. The Nova School of Business and Economics does not deal for or 
otherwise offer any investment or intermediation services to market counterparties, private or intermediate 
customers. 
This report may not be reproduced, distributed or published, in whole or in part, without the explicit previous 
consent of its author, unless when used by Nova SBE for academic purposes only. At any time, Nova SBE 
may decide to suspend this report reproduction or distribution without further notice. Neither this document 
nor any copy of it may be taken, transmitted or distributed, directly or indirectly, in any country either than 
Portugal or to any resident outside this country. The dissemination of this document other than in Portugal or 
to Portuguese citizens is therefore prohibited and unlawful. 
